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1.

Project: Ground-up website development and end-to-end SEO (Search Engine

Optimization) implementation.

Key Objectives

K]

Build brand authority and credibility

K]

Enhance user experience and website performance

K

Improve search engine rankings

&

Boost organic and relevant traffic

K]

Increase conversion rates

Purpose: The main purpose of the project is to strategically align the organisation's digital
presence with its long-term business goals through the creation of a scalable digital
platform. This platform encompasses a newly built website and integrated SEO strategies

aimed at attracting, engaging, and retaining relevant users.

My role: I led the strategic development and implementation of the project, overseeing
both website development and SEO initiatives. Key role highlights include:
=> Lead Website Development: Overseeing every aspect from initial concept to final
implementation of the website.
=> Content Development and SEO Implementation:
- Writing content for all web pages, ensuring alignment with SEO best practices
including keywords, headings, meta tags, and descriptions.
- Executing a comprehensive SEO strategy from start to finish, including keyword

research and on-page/off-page optimizations.



=> Team Management: Leading internal and external teams to ensure seamless
collaboration and maintain high-quality standards throughout the project lifecycle.
Collaboration included:
- Graphic Design Team: Collaborating and ideating for all images and logos.
- Technical Team: Implementing technical SEO and gathering vital product
understanding.
- Sales Team: Understanding the industries and target audiences to tailor the website
and product offerings.
- External Team: Managing and providing all necessary information for building the

website on Webflow.

Strategy 1: Keyword research: A thorough keyword research to lay a solid foundation
for our digital presence.

Plan of action: To conduct a deep analysis and gain insights into market dynamics, user
intent, and precisely identify our target audience.

Execution:

Step 1: Drawing from insights on our product, competitors, and target audience, I started
by brainstorming seed keywords using Google Keyword Planner and Ubersuggest. Then,
expanded these keywords into a wide range of variations, synonyms, long-tail keywords,
and relevant terms.

Step 2: Next, I prioritised and categorised these keywords, considering relevance, search
volume, keyword difficulty, competition, and user intent. Our primary focus was capturing
the attention of users actively seeking inventory management solutions.

Step 3: I analysed our competitors' keywords and categorised them by high search volume,
low competition, and strong relevance to our business goals. I also identified key gaps to
give our keywords a competitive edge.

Outcome 1: A well-researched and strategically organised list of keywords, grouped by

themes, to meet our different marketing needs.



Strategy 2: Website construction and publishment: Create a well-structured website
that is informative, relevant, and engaging.

Plan of action: To create an easy-to-navigate platform by conducting thorough research,
organising content effectively, creating engaging and SEO-friendly content, designing a
responsive and user-friendly interface, and implementing best practices in website
development and analytics integration.

Execution:

Step 1: Conducted extensive market research to understand the needs, preferences, and
behaviours of our target audience. Analysed competitors' websites to identify best
practices and areas for differentiation.

Step 2: Developed a clear sitemap outlining the website's structure and navigation flow.
Created wireframes or visual blueprints to visualise the layout and ensure intuitive user
experience and easy access to key information.

Step 3: Created high-quality content, including text, images, videos, and infographics.
Integrated relevant keywords into headings, subheadings, and body text to optimise for
SEO algorithms while maintaining readability and relevance to user intent.

Step 4: Collaborated on the design of the UI/UX for the website, finalising brand colours,
typography, and imagery consistent with the brand identity. Assisted in implementing
interactive elements such as buttons, forms, sliders, and navigation menus to enhance user
engagement and usability. Participated in ensuring the website design is responsive and in
testing its functionality across various devices.

Step 5: Conducted thorough prototyping and testing phases to gather feedback and identify
any usability issues or bugs. Implemented the website using Webflow, ensuring smooth
integration and functionality.

Outcome 2: A fully functional and search engine optimised website that seamlessly aligns

with the brand identity and effectively fulfils the needs of the target audience.



Strategy 3: On-page, Off-page and Technical SEO:

Plan of action: Perform a thorough audit of current data, rectifying title tags, meta
descriptions, heading tags, and URL structure. Enhance user experience, increase page
speed, ensure mobile responsiveness, refine content with strategic keyword placement, and
establish pertinent internal and external links.

Execution:

Step 1: Title Tags and Meta Descriptions: I reviewed and documented all on-page
elements, categorising them and noting areas for improvement such as missing titles and
descriptions, and exceeding character limits. Then, I optimised title tags and meta
descriptions for uniqueness, relevance, and adherence to character limits, eliminating
duplication and improving overall efficiency .

Step 2: Heading Tags: Refined main and subheadings to make them clearer for search
engines, using relevant keywords for better readability and understanding.

Step 3: URL Structure: Removed junk characters to create short and clear URLs.
Implemented uniform URL structure for improved user experience and search engine
indexing.

Step 4: Page Speed and Mobile Responsiveness: Assessed desktop and mobile speed,
targeting load time, interactivity, and visual stability. This analysis guided improvements,
especially in optimising the mobile version's load time through image compression and
exclusive use of the WebP format, alongside code minimization with technical team
support.

Step 5: Internal Linking: Established pertinent internal links to improve site navigation,
distribute page authority, and enhance user engagement.

Step 6: Fixed Crawl Errors: Monitored and addressed crawl errors reported in Google
Search Console, including broken links or inaccessible pages.

Step 7: Enhanced visibility through social media engagement, brand mentions, and press
releases: Implemented a targeted multi-platform strategy to boost brand visibility and

traffic through events, giveaways, and interactive engagements. Actively monitored and
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engaged with social media and online mentions to maintain brand reputation and foster
community interaction. Utilised press releases to announce company updates, such as
funding rounds, to attract media attention and enhance industry credibility.

Outcome 3: Improved search engine visibility and user satisfaction, positioning the

website for increased traffic and higher rankings.

RESULTS:

Improve search engine rankings: 22%

Boost organic and relevant traffic : 42%

Increase conversion rates: 13%
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DESIGN.:
A, Hero image alignment
B.  Login button

o Requires alignment
o Spacing between login and Request a demo CTA looks odd.
*  Inspooptions
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2ND PAGE - FOUR KEY QUESTIONS

CONTENT:

WHAT TO ORDER
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‘what you need for your next sales cycle.

WHEN TO ORDER
Have up-to-date inventory, storage, sales velocity, and demand. Get timely order suggestions so
you're never left guessing.

HOW MUCH TO STOCK

Getinventory requirements for every node, for every SKU. S0 you avoid out-of-stock situations,
even during demand spikes.
WHERE TO PLACE

Our tool suggests how to move stock within your supply chain. So you'll always have products
available across cites.

3RD PAGE - HIGHLIGHTS

English (United Kingdom)

Detailed work samples available on request.
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